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A. 

Q. 

A. 

Q 

A 

Please state your name and business address. 

My name is Cindy Jackson, and my business address is 527 East Capitol 

Avenue, Springfield, Illinois. 

What is your occupation? 

I am employed in the Consumer Services Division of the Illinois Commerce 

Commission (“Commission”). 

What are your present responsibilities in the Consumer Services 

Division? 

I am the telecommunications witness for the Consumer Services Division, 

representing the interests of Illinois consumers. I have testified on behalf of 

consumer interests in the SBWAmeritech merger, Bell/Atlantic merger, 

Global Crossings/Frontier merger, Gallatin River purchase of Centel, and 

several other docket where independent telephone companies were 

purchased. I have participated in over 250 competitive local certification 

dockets, which includes reviewing applications and testimony from 

companies requesting certification to provide local exchange telephone 

service in Illinois. Specifically, I participate in the hearing process to ensure 

the applicant’s compliance with Illinois statutes and Commission rules and 

regulations. I participated in over 60 dockets that established Eligible 

TelecommunicationsCarriers status for local exchange companies. 
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I was also appointed Staff Liaison by the Executive Director under 

Section 755.400 of 83 Illinois Administrative Code Part 755 on August 1, 

1993 to the Illinois Telecommunications Access Program (“ITAP”). In that 

capacity, I oversee activities of the ITAP to ensure that they meet all 

requirements for the Text Telephone (“TT”) distribution and 

Telecommunications Relay Service (“TRS”) programs as required in 

Section 13-703 of the Public Utilities Act (“PM”). In addition, I was 

appointed Staff Liaison by the Executive Director under Section 757.300 of 

83 Illinois Administrative Code Part 757 on February 13, 1996 to the 

Universal Telephone Assistance Program (“UTAP”). As Staff Liaison, I 

oversee the activities of the UTAP to ensure that they meet all requirements 

of the Lifeline Program, Link Up Program and the Universal Telephone 

Service Assistance Program (“UTSAP”) as required in Section 13-301 and 

13-301.1 of the PUA. 

Please describe your occupational experience. 

I began my employment with the Commission in September 1974, and I 

have worked in various Divisions within the Commission, including the 

Consumer Services Division. Prior to my position as Staff Liaison, I was the 

9-l-l Program Assistant. Some of my duties included: reviewing 9-l-l 

applications to ensure that the Commission’s rules and the statute were 

adhered to, making presentations, and reviewing filings. 
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67 Q. 

Have you testified before the Commission in other dockets? 

Yes. I have provided testimony in I.C.C. Docket 99-0442 and 99-0443 

(ITAC relay proposal and contract); Docket No. 98-0555 (SBC/Ameritech 

merger); Docket No. 98-0866 (GTE/Bell Atlantic merger); Docket No. 99- 

0237 (Global Crossing/Frontier merger) I.C.C. Docket 98-0321 (Gallatin 

River purchase of Centel); Docket No. 96-0503 (GTE wholesale); Docket 

No. 99-0544 (ATS Services, Inc., CLEC certification); and several other 

telecommunications-related cases. 

What is the purpose of your testimony? 

The purpose of my testimony is to discuss whether the sales and 

marketing practices used by Ameritech Illinois to market its SimpliFive and 

CallPack calling plans are just, reasonable and proper as defined in 

Section 8-501 of the PUA. I will also discuss the educational needs of 

consumers in light of today’s changing telecommunications environment. 

Finally, I will provide information regarding regulation of the sales and 

marketing practices used by carriers marketing telecommunications 

package sales in other states and jurisdictions. Staff Witness Koch will 

also be providing testimony in this docket. 

What does Section 8-501 of the PUA provide ? 



68 A. Section 8-501 of the PUA provides that: 
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87 Q. Did members of the Staff review the marketing materials, scripts, 

88 protocols, policies, and procedures used by Ameritech’s customer 

89 service representatives and sales agents to promote the SimpliFive 

90 and CallPack calling plans? 

91 A. Yes. 

92 

93 Q. Did the Staff find any evidence that Ameritech made representations 

94 regarding potential savings to consumers while marketing the 

95 SimpliFive and CallPack plans? 

96 A. Yes, Ameritech did make such representations. However, Ameritech’s 

97 representations regarding savings were coupled with other descriptive 

98 terms and phrases, and representations regarding other purported 

Whenever the Commission, after a hearing had upon 
its own motion or upon complaint, shall find that the 
rules, regulations, practices, equipment, appliances, 
facilities or service of any public utility, or the methods 
of manufacture, distribution, transmission, storage or 
supply employed by it, are unjust, unreasonable, 
unsafe, improper, inadequate or insufficient, the 
Commission shall determine the just, reasonable, 
safe, proper, adequate or sufficient rules, regulations, 
practices, equipment, appliances, facilities, service or 
methods to be observed, furnished, constructed, 
enforced or employed and it shall fix the same by its 
order, decision, rule or regulation. The Commission 
shall prescribe rules and regulations for the 
performance of any service or the furnishing of any 
commodity of the character furnished or supplied by 
any public utility. 
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benefits of the plans, including simplified calling plans, simplified pricing, 

low pricing, volume discounts, flexible calling times, predictable pricing, 

and bills that are easy to understand. 

Q. 

A. 

Is it your belief that every customer who signs up for the SimpliFive 

or CallPack calling plans will save money? 

No. Some consumers almost certainly will save money, and some 

consumers almost certainly will not. There are many variables that have 

to be taken into account for individual consumers, including, but not 

limited to the plan they choose; the number of calls they make per month; 

the duration of the calls which they make; the distance from their home of 

the destinations which they typically call; the number of people in the 

household; the time of day during which they typically make calls; and the 

fact that monthly calling patterns may vary over time or change 

completely. 

Q. Would it be fair to say that some consumers do not mind paying 

somewhat higher rates for a simplified calling plan, predictable rates, 

and/or a simpler or more easily understood telephone bill ? 

A. Yes, it would. Consumers who are not concerned with all of the details of 

each monthly billing statement are likely candidates to sign up for a 

simplified calling and/or billing format. These consumers are more 
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122 interested in the amount of the bill, rather than in receiving a breakdown of 

123 the billing information. 

124 

125 Q. Did Ameritech target customers with any specific characteristics for 

126 the sale of the SimpliFive calling plan? 

127 

128 A. Yes. Ameritech stated in response to a data request that they targeted 

129 
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131 
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134 Attachment 1, Proprietary.) 

135 

136 Q. 

137 

138 

139 A. 

140 

141 

142 

143 

144 

Does Ameritech take any steps to contact consumers who have 

signed up for the SimpliFive calling plan to determine whether the 

plan is meeting those consumers’ expectations. 

Yes. Ameritech stated that after the February, 1998, SimpliFive 

promotion, Ameritech Illinois proactively reviewed the accounts of 

consumers who subscribed to SimpliFive and whose bills increased by 

*&W or more after subscribing to the plan. ” _’ Staff Data Request CJI .34, 

Attachment 2, Proprietary.) Ameritech Illinois contacted these customers, 

advised them that their rates had in fact increased under the plan, and 
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offered the consumers the opportunity to switch back to basic rates at no 

cost. (/CL) Based upon Ameritech’s responses to the Staffs data 

,‘,$, I>~:~:#~~ $ 
requests, approximately :+$k+& consumers were contacted #&$ ,:.>,. ~ *i ,,I I _ ;;.;& ::i( 

consumers whose bills increased by between $5 and $10; 

approximately +%y$ consumers whose bills increased by more than $10; 

and approximately #@ CallPack customers who ordered SimpliFive. (M.) 

Do you believe that consumers are responsible for obtaining 

information regarding the price, qualities, and uses of the services 

and features that they choose? 

Yes, I do. Consumers make product decisions every day. If a competitive 

telecommunications market is to function properly, consumers must 

educate themselves regarding their telecommunications use and product 

and service choices, just like they would do when making other 

purchases, such as housing, cars, insurance, clothing, groceries and 

other household goods. A customer service representative or sales agent 

may make recommendations to consumers, which in his or her opinion, 

meets the consumers’ needs, in the light of such customers’ past calling 

patterns. When determining which calling plan best serves their needs, 

individual consumers must consider the destinations which they call, the 

length of their conversations, the number of calls that they make per 

month/year, the number of people in their household, and past or future 

lifestyle changes which may affect calling patterns. Consumers who 
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169 

170 

uncritically accept a customer service representative’s recommendation 

without any thought or investigation may not choose the best option for 

their income or lifestyle or current/future calling needs. 
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Q. 

A. 

176 

177 

178 

179 

180 

181 

182 

183 

184 

185 

186 

187 

Do you also believe that Ameritech should fully disclose the rates of 

all calling plans and the potential for higher/lower rates? 

Yes, I believe that Ameritech (and other telephone companies) should 

fully disclose, orally and in writing, the fact that it offers several different 

calling plans to residential customers; and should disclose the rates, 

terms, conditions and features of all calling plans to consumers, so that 

consumers can make an informed decision regarding which plan best 

suits their needs. When comparing different calling plans against the 

consumer’s past calling history, the customer service representative 

should inform the consumer of the consumer’s estimated increase or 

decrease in billing. Additionally, consumers should be able to see this 

comparison in writing, so that they may conduct their own comparison, 

rather than being bound to an instant decision, while trying to visualize 

what the customer service representative has just explained and 

recommended. The existence of basic plans (as opposed to plans or 

packages with numerous extra features, misleadingly referred to as 

188 “Basic”) should always be disclosed to consumers. 

189 
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Q. Are consumers adequately educated regarding their 

telecommunications choices to be able to make reliable decisions in 

a competitive environment ? 

A. No, in my opinion, they are not. For many years, consumers obtained 

telephone service from monopoly providers, and, accordingly, had few, if 

any choices to make regarding their telecommunications service. 

Consumers today need to learn about the choices available to them in the 

competitive marketplace and to be able to read their bills and promotional 

materials critically; analyze such materials carefully, and ask specific 

questions about the services offered or provided by telecommunications 

companies. Consumers must learn to compare calling plan options to 

their current plan; and not to accept at face value representations made 

by customer service or sales representatives regarding the benefits and 

qualities of telecommunications products or services. On the other hand, 

telecommunications carriers must provide consumers with accurate 

information, in plain language, regarding their products and services, 

sufficient to enable consumers to make informed decisions regarding 

whether to obtain such products or services. If consumers are provided 

with accurate information, and thereafter make poor decisions regarding 

which telecommunications products or services to purchase, such 

210 consumers must bear the responsibility for those decisions. Moreover, 

211 

212 

consumers may always change calling plans, if prior choices were not in 

their best interests. 
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Q. In the documentation provided to the Staff by Ameritech, did the 

Staff find any evidence that Ameritech imposed daily, weekly, or 

monthly quotas on its customer service representatives, sales 

agents, and agents or supervisors, either individually or as one or 

more groups, to successfully enroll customers into the SimpliFive or 

CallPack plans? 

230 

231 

232 

233 

A. Ameritech stated that it did not require any quotas of its customer service 

representatives, sales agents and agents or supervisors to successfully 

market SimpliFive or CallPack plans to customers. Ameritech, however, 

234 stated that sales representatives received incentives for winbacks, which 

235 might involve enrolling the customer in a SimpliFive or CallPack plan, 

Q. 

A. 

Is it possible that some Ameritech customer service representatives 

do not follow the procedures, instructions, and scripts that 

Ameritech asserts that such representatives are expected to follow ? 

Yes, it appears to be possible. However, I do not have any knowledge 

regarding whether, or how, Ameritech monitors calls to, or by, customer 

service representatives and/or sales agents. Likewise, I have no 

knowledge regarding Ameritech’s procedures for handling such cases. It 

would be helpful if Ameritech provided information on the control and 

monitoring of its customer service representatives and sales agents. 

10 



236 

237 

238 

239 

240 

since it appears that Ameritech instructs customer service representatives 

to attempt to enroll such customers in the SimpliFive or CallPack plans 

before giving information regarding basic rates. (Staff Data Request 

CJI .I 8, Attachment 3.) The Staff requests that Ameritech provide 

additional information on the winback incentives received by sales 

241 

242 

243 

244 

representatives. Staff also requests that Ameritech provide information 

on whether or not a customer service representatives’ and/or sales 

representatives’ job performances are evaluated based upon their ability 

to sell additional services and features. 

245 
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249 

Q. Did Ameritech provide the Staff with any information regarding any 

contest sponsored by Ameritech to induce customer service 

representatives, sales representatives, or agents to enroll 

customers in calling plans? 

250 

251 

252 

253 

254 

A. Ameritech stated that it did not sponsor contests or distribute prizes for 

customer service representatives and/or sales representatives and/or 

agents to enroll customers in calling plans. (Staff Data Request CJI .19, 

Attachment 4.) 

255 

256 Q. What recommendations did CUB Witness TerKeurst make in her 

257 

258 

testimony to address the allegedly unfair sales and marketing 

practices used by Ameritech? 
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A. CUB Witness TerKeurst recommended that Ameritech, at a minimum 

should be required to: 

1) Provide customers with the information they need in order to make 

informed choices regarding the desirability of plans, including a clear 

explanation during marketing activities that the customer’s calling patterns 

will affect the rates paid under the marketed plan and that lower-priced 

options may be available; 

2) During marketing activities, offer to provide information about other 

Ameritech Illinois rate options and offer to do a customer-specific billing 

comparison using available historical usage data or anticipated usage 

patterns; 

3) Offer the SimpliFive and CallPack options to customers only after it 

has offered to provide the additional information addressed above; 

4 Provide customers information annually about all Ameritech Illinois 

rates and plans available to them in order to allow customers to evaluate, 

over time, whether particular calling plans are indeed beneficial to them; 

and; 

5) Fund a consumer education campaign through the print and 

electronic media and bill inserts to educate consumers about Ameritech’s 

basic rates, ways they can control their telephone costs, the availability of 

calling plans and the existence of competition for some services. 
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282 
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299 

300 

301 

302 

Do you have any suggested revisions to CUB Witness TerKeurst’s 

recommendations? 

Yes. I propose three revisions to Ms. TerKeurst’s recommendations. With 

respect to Ms. TerKeurst’s first proposed condition, namely, that 

Ameritech be required to provide a customer-specific billing comparison, I 

recommend: that Ameritech provide the bill comparison to the consumer 

in writing, rather than orally from a customer service representative. In my 

opinion, Ms. TerKeurst’s proposal as written could be interpreted to allow 

Ameritech to give consumers this information orally. In my opinion, this 

information would be significantly more useful if provided in writing. 

Second, with respect to Ms. TerKeurst’s third proposed condition, 

that Ameritech be required to offer the SimpliFive and CallPack options to 

customers only after it has made the disclosures called for in Ms. 

TerKeurst’s first two conditions, I propose that the disclosures called for 

be required in the marketing of any calling package or plan, so that this 

condition will apply with other call packages when Ameritech ceases to 

market, or discontinues offering, the SimpliFive or CallPack plans. 

My third recommendation relates to Ms. TerKeurst’s fourth 

proposed condition, that Ameritech be required to give annual notification 

to consumers regarding its rates and plans. In my opinion, this 

information should be in writing and mailed separately from any Ameritech 

Illinois billing statements. 

13 



303 

304 Q. 

305 

Do you believe that Ms. TerKeurst’s recommendations are just and 

reasonable? 

306 A. 

307 

308 

Yes, I do. However, I also believe that these minimum recommendations 

should be implemented for all telecommunications companies, not just 

Ameritech. 

309 

310 Q. Are you aware of any consumer education requirements imposed on 

311 Ameritech? 

312 A. Yes. In the SBC/Ameritech merger, Docket No. 98-0555, the 

313 Commission’s Order imposed the following condition on Ameritech: 

314 (8)Consumer Education Fund - SBC/Ameritech will 
315 establish, within three months after the Merger 
316 Closing Date, a Consumer Education Fund (“CEF”) 
317 and will make $1 million available to the CEF for 
318 disbursement by Ameritech Illinois in each of the 
319 three consecutive 12-month periods following the 
320 date the CEF is established, for a total of $3 million. 
321 All allocated funds remain available to the CEF for the 
322 purposes described herein until they are disbursed. 
323 Funds shall be allocated to the CEF by Ameritech 
324 Illinois, and the use of the funds will be controlled by 
325 the CEF Committee. The Committee shall consist of 
326 one voting representative each from Ameritech 
327 Illinois, Commission Staff, and such other entities as 
328 appointed by the Commission and shall make 
329 decisions by majority vote. Tie votes, if any, will be 
330 decided by the Commission Staff representative. 
331 CEF Committee decisions as to how funds should be 
332 distributed and expended are subject to Commission 
333 review. At its first meeting, the Committee shall 
334 establish rules of governance for the operation of the 
335 Committee. No funds shall be disbursed until 30 days 
336 after the committee files with the Commission a report 

14 



337 
338 
339 
340 
341 
342 Q. 

343 

344 A. Yes. The Public Utilities Commission of Ohio requires Ameritech to make 

345 certain disclosures regarding its calling packages when marketing them to 

346 consumers. Specifically, Ameritech representatives marketing calling 

347 packages to Ohio customers must disclose to the customers : 

348 1) Information regarding basic monthly service, before making 

349 recommendations regarding calling packages; 

350 2) That calling packages are optional; 

351 3) Information regarding the components of the package; 

352 4) That products in the package can be purchased individually; and 

353 

354 

355 

356 

357 

358 

359 

360. 

of such proposed expenditures. Payments made 
under this subsection should not be included in the 
revenue requirement or costs studies of Ameritech 
Illinois; 

Are you aware of any sales and marketing mandates to Ameritech by 

other states? 

5) That access lines can be purchased without option services. 

Additionally, the Federal Communications Commission (“FCC”) and 

the Federal Trade Commission (“FTC”) have acknowledged a need for 

standardized sales and marketing guidelines. The FCC and FTC issued 

the “FCC-FTC Policy Statement on Truth in Advertising” (“FCC-FTC Policy 

Statement”) aimed at protecting consumers from unfair and deceptive 

advertising and marketing of long distance services. (NARUC Bulletin 

No. 52000 ,March 6, 2000., Attachment 5 ) This Policy Statement offers 

15 
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368 

369 

370 

371 

372 

373 

374 

375 

376 Q. 

377 

378 

379 A. 

380 

381 

382 

383 

guidance to carriers for truthful advertising of long distance services. The 

FCC-FTC Policy Statement states: 

1) All claims must be a) truthful, b) non-misleading, and c) 

substantiated; 

2) Carriers should disclose all costs consumers may incur, such as 

per-call minimum charges, monthly fees, and universal service 

charges; 

3) Advertising should disclose any time and/or geographic restrictions 

on the availability of advertised rates; 

4) The basis for comparative price claims should be disclosed, and 

only current information used in making claims; and 

5) Information should be disclosed in a clear and conspicuous 

manner, and without distracting elements so that consumers can 

understand it, and make fully informed choices. 

Did the Staff identify in its review any marketing procedure which it 

considers questionable ? 



384 

385 

386 

387 Q. 

388 

389 A. 

390 

391 

392 

393 

394 

395 

396 

397 

398 

399 Q. 

400 

401 

402 A. 

403 

404 

405 

406 

Does this statement and concept embody a fair, just, and 

reasonable practice, in your opinion? 

listen to aggressive sales and marketing pitches simply because they 

have contacted the company to resolve an issue or get a question 

answered. This type of aggressive marketing should not be forced by the 

company on consumers. Ameritech Illinois should be required to 

discontinue this practice. 

Are you aware of any other states that have conducted similar formal 

investigations of an incumbent local exchange carrier’s sales and 

marketing practices? 

Yes. California recently entered an order fining Pacific Bell $44 million for 

the use of misleading and illegal marketing practices to boost sales. As is 

widely known, both Pacific Bell and Ameritech are subsidiaries of SBC 

Corporation, and it is possible that Ameritech is now using marketing 

practices similar to those complained of in California. 
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407 

408 Q. Has the Commission cautioned Ameritech regarding its sales and 

409 marketing procedures in any other dockets? 

410 

411 A. Yes. In Docket No. 98-0555, SBC/Ameritech merger, the Commission 

412 Order stated in part, 

413 
414 
415 
416 
417 
418 
419 
420 
421 
422 
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424 
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426 
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428 
429 
430 
431 
432 
433 
434 
435 
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437 
438 
439 
440 
441 
442 
443 
444 
445 

6. Misleading or Deceptive Sales and Marketing Practices 

Several parties and Staff express concern about SBC’s 
sales and marketing practices in California. Relying chiefly on 
several complaints filed against SBC at the California Public 
Utilities Commission (“CPUC”) alleging improper sales and 
marketing practices, they are concerned that the new company will 
adopt and implement similar sales and marketing practices in 
Illinois, which, they contend, will lead to decreased service quality. 
(Cook County Br., at 20-22; CUB Br., at 54-59; AG Reply Br. at 8- 
11). In light of its concerns, and should the Commission approve 
the merger, Staff asks the Commission to prohibit SBC from 
adopting deceptive marketing practices in Illinois. (Staff Br. at 99). 
In response to these concerns, Joint Applicants consider the 
California complaints to be without merit and irrelevant to this 
proceeding. (Smith Rebuttal, SBC/Am. Ex. 6.0 at 24; JA Reply Br. 
at 68-71). 

The Commission believes Staffs and GCl’s concerns 
regarding potentially misleading or deceptive sales and marketing 
practices are relevant to the Commission’s inquiry in this 
proceeding. The Joint Applicants have identified SBC’s marketing 
programs and practices, among other things, as “best practices” 
that will be made available to Ameritech Illinois. (Kahan Direct, 
SBC/Am. Ex. 1 .O at 16; Jackson Direct, Staff Ex. 7.00 at II & 
Attach. 4). At the same time, however, the Joint Applicants 
indicate that they “have not yet evaluated the practices of each 
company for the purposes of identifying ‘best practices’ and, 
therefore,...do not know which such practices of SBC Ameritech 
will adopt.‘! (Jackson Direct, Staff Ex. 7.00 at 8 & Attach. 5.). *Given 
the Joint Applicants’ equivocal responses, their stated post-merger 
plans regarding marketing practices are at best uncertain and, at 
worst, contradictory. Regardless, SBC’s sales and marketing 
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practices in other states, and whether SBC will import such 
practices to Illinois, are matters clearly relevant to the 
Commission’s inquiry here. 

The Commission will not tolerate misleading, deceptive, or 
otherwise improper sales and marketing practices by 
telecommunications carriers in Illinois. The Commission 
specifically notes that implementation of misleading, deceptive or 
improper marketing practices in Illinois would diminish Ameritech 
Illinois’ ability to provide reliable service to its customers. In 
addition, such practices would likely violate Illinois law and 
Commission rules. Furthermore, if Ameritech Illinois employs 
marketing practices that mislead, deceive or are otherwise 
improper, and its conduct is found to violate Illinois law, this 
Commission will not hesitate to penalize the company to the fullest 
extent permissible by law. 

The allegations of misleading and deceptive sales and 
marketing practices pending against SBC before the CPUC give 
this Commission pause, as they represent practices SBC may bring 
to Ameritech Illinois’ service territory. Although the Commission 
finds the number and character of allegations in the California 
proceedings somewhat troubling, it is mindful, however, that the 
allegations are unproven and have not been found to violate 
California law. In addition, whether or not the allegations are 
eventually sustained, the Commission is not convinced that SBC 
would consider the alleged misleading marketing practices to be 
“best practices” suitable for implementation in Illinois, especially 
given the substantial opposition from consumer groups in California 
such practices have engendered. Lest it be misunderstood, the 
Commission takes allegations of marketing abuses to customers 
very seriously and stands ready to act, upon complaint or its own 
motion, to eliminate such practices and prevent future abuses. 

. . . 
In sum, although the concerns of Staff and GCI regarding 

SBC’s sales and marketing practices in California are relevant to 
the Commission’s inquiry here, we do not find it necessary to 
prohibit specific marketing practices by Ameritech Illinois. The 
Commission believes adequate safeguards exist under Illinois law 
to protect Ameritech Illinois’ customers from marketing abuses. In 
addition, the Commission will monitor all proposed “best practices - 
through the reporting requirement imposed in this proceeding. If 
marketing abuses nonetheless occur, however, the Commission 
will not hesitate to take appropriate remedial action. 
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492 

493 

494 

495 

496 
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498 

499 
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511 

512 

513 

Final Order, Docket No. 98-0555 (emphasis added) 

Q. 

A. 

Do you believe that sales and marketing practices used by 

Ameritech Illinois are common industry practices? 

Yes, I do. With competition beginning to emerge, the Staff believes that 

sales and marketing practices should subject to statewide regulation to 

protect all consumers, not just Ameritech consumers. The Staff also 

believes that it would not be efficient use of time to have to litigate each 

individual case relating to the sales and marketing practices of each local 

exchange company in Illinois. 

Q. 

A. 

Do you believe that the Ohio package selling requirements and/or 

the FCC-FTC Policy Statement constitute a reasonable alternative to 

Ms. TerKeurst’s recommendations in this docket? 

Yes, I do. Ms. TerKeurst proposes, as I have noted, a reasonable set of 

conditions. However, some of the conditions she proposes are specific to 

the SimpliFive and CallPack packages and might be interpreted to not 

apply to other packages offered by Ameritech in the future. In addition, as 

I have noted, I believe that cost and savings comparisons should be 

submitted to customers in writing. The Ohio package selling requirements 

would give consumers the information necessary to make an informed 

decision and would be easy for Ameritech to implement. The FCC-FTC 

Policy Statement, with minor modifications, would give consumers the 
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information necessary to make an informed decision and would be easy to 

implement. 

Do you believe that Ameritech’s sales and marketing practices are 

just and reasonable in the context of the emerging competitive 

telecommunications market ? 

No. Competition is beginning to emerge in the Chicago area, and 

consumers are in a transitional phase, moving, in many cases, from a 

monopoly provider to competitive carriers. Where carriers do not, in their 

sales and marketing programs, fully disclose all of the calling plans 

available to consumers, and the rates, terms, and conditions of such 

plans, consumers are prevented from making an informed choice 

regarding which plan, or carrier, will best meet their needs. Illinois 

consumers have not been properly prepared for this transition, and 

consequently they need education on how to read and interpreting 

telecommunications bills, sales and marketing plans, and make informed 

decisions based on the information available to them. 

Does this complete your testimony? 

Yes, it does. 
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Data Requests of the Staff of the Illinois Commerce Commission 
Docket 00-0043 

Request Number CJ1.34 

REOUEST CJ1.34 

Please state whether customers who expressed their dissatisfaction with the SimpliFive and/or 
CallPack plans were charged a fee to switch to another plan. 

RESPONSE 

No, customers who expressed their dissatisfaction with the SimpliFive and/or CallPack plans 
were not charged a fee to switch to another plan. In fact, after the SimpliFive promotion that 
was run in February, 1998, Ameritech Illinois proactively reviewed the accounts of customers 
who had subscribed to SimpliFive and whose bills increased by $5 or more after the switch. 
Ameritech Illinois contacted these customers, made them aware of the situation, and offered 
them an opportunity to switch back to basic rates. See materials attached as Exhibit 7. 
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Data Requests of the Staff of the Illinois Commerce Commission 
Docket 00-0043 

Request Number CJ1.18 

REOUEST CJf.18 

Please state whether Ameritech requires its customer service representatives and/or sales 
representatives and/or agents or supervisors to meet any daily, weekly, and/or monthly quota, 
either individually or as one or more groups, to successfully enroll customers into the 
SimpliFive or CallPack plans. If Ameritech requires such representatives to meet such a 
quota of successful sales or enrollments, please describe in detail, including the number of 
successful sales or enrollments each person or group is required to make; what incentives or 
disincentives attach for meeting or failing to meet such quota; the date upon which such quota 
was imposed, and any and all information, including employee policies and procedures, 
recommended methods for meeting such quotas, and other information of any description 
whatever, circulated to Ameritech customer service representatives and/or sales 
representatives and/or agents or supervisors regarding such quota. 

RESPONSE 

No, Ameritech Illinois does not require its customer service representatives and/or sales 
representatives and/or agents or supervisors to meet any daily, weekly, and/or monthly quota, 
either individually or as one or more groups, to successfully enroll customers into the 
SimpliFive or CallPack plans. Sales representatives are incented for winbacks, which might 
involve enrolling the customer in a SimpliFive or CallPack plan, but the incentive is for the 
winback, not for SimpliFive or CallPack. 
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Data Requests of the Staff of the Illinois Commerce Commission 
Docket 00-0043 

Request Number CJl.19 

REOUEST CJ1.19 

Please describe any contest sponsored and prize(s) distributed by Ameritech for customer 
service representatives and/or sales representatives and/or agents to enroll customers in 
calling plans. 

RESPONSE 

Ameritech Illinois does not sponsor contests or distribute prizes for customer service 
representatives and/or sales representatives and/or agents to enroll customers in calling plans. 
Also, see response to Data Request CJ1.18 preceding. 
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narkcting practices by tclcphontcampanies may cowstltute unjust 
tid umeaeotlable prnclices under the Communicaiiolr6 Act, “Rnc 
oint Yoiicy Statement should provide hclpfitl guidance tocarxicrv 
vha wi$h \o adhcrc to lawfuul advcrtisixPg practicoa. 

In issuing this joint Policy Statement, the IWZ and the KC: 
,ncoureged industry to rrdkerc to the stundardls airkxiin the joint 
‘olhy Statcmcnt. l’?mc t&u&r& pvide guidance for catxirtrs 
uhu nurkci I.ung-distanca s;orvicc. SLalTuf both FTC arJ FCC LI r 
lpen to discussulg long+distance advertising c~r~~ms atkU eny 
lucstions that others may have on 4~ Policy Sretemenr itself of 
tlore generally, Additiotrelly, the joinnt Policy Statement does nnt 
lrermpt cxlstmg state law. 

Washington UTC Directs 
Phone Companies to 

Postpone Switchevcsr 5ate for 

Saying it ispremature toimposc IO~digitdiaIingforlooaPcalls 
ar) customer8 any earlier than neccss~fy, the Washington utilities 
:ommissi~n rcctdtlr dircctcd the phone companies to postpone 
mtil next year the mandatory changeover &He for rcddcrrts in the 
360 area code in Western Washinxtaa 

The new 564 arc8 code ovcrh4y and nccompwnying 1 O-digit 
local dialine hadbean scheduled tb t&c c&t on July 29. but in a 
unantious deersion, the Washington Utilities and Trmsportation 
[3n~mission(UTC)dcte~d~texistirag~~f~~~3360co~dbc 
tised for an additional six months. The commSsslion also told the 
tetecommwieations indrratfy tb n&W a new inq&mentNion date, 
no sooner UIAII Feb. 1,2001, 

LastSeptember. the WI.JTC accepted the telccurnrnunications 
industry plan to inrroduce a new area code for the 360 region of 
Wefitem Warl,hingtvn bscawe vber jnduety W# xxmfkin$ out of 
~h~ee.di~itteiept~oneprefxes.?hcindusftyplrncalledforoverla~ 
ink a now IUCU code (564) ~vet the en&e 360 tegrun. All existing 
phone numbers would retain the 360 area cdc but all new or 
Irlditionalphona~~cswwldbcassigncdLhenlrwarcaooBcaf5~, 
‘Ihisresults~slIlocalphontcallsreqcliring IOdi~its.incl~diragthe 
pm4 w~ric tinsi ‘I-J&l yhorrt number to bc ~uq~le1et.I. 

‘Ihe pcrmssive or transitional dialing period for 360aree code 
residents began Feb. 5, ‘This period allows cusxcmers rime to USC 
tither 7 or 10 digits when dial& a local calf. A coauticr f’actshcet 
is avail&la withmorc information. 

The commission also ordered the companies to file repom 
showmg how they WC the 360 area coda pretixts BOW, tJ#dcc the 
current system. the North American Numbering Plrsn Administm- 

a pnvale company contracted by the: federal governmcnl, doles 

rx16 numberr III bhckr of 1 O,L100. With the prolifemtion of new 
telephone ad wireless campBnies, many of the pbane prefixes 
have been handed vut, but not all are in UW. 

Last fall, ihe Federal Communication.8 Commtssian (FCC) 
Ix~an panting ptmussion to the State utilities cammiabions to 
require the blecommun~cetrons campames toP(lbl orshare unused 
phont! numbers. aho WUTC: p&tionsd the FCC for auth~tity Dee. 
9,1999. 

Last month, the telecommunications providera adopted an 
overlay plan for the entire central Pngtt Soudtiea, including area 
eod~2206,425add2$3.Thccomraissionwasnotifibdlestweckthat 
arcacodc509 wiilalsontno~tofnumbenandanew~cade~ill 
bsaceded in 2002. 

C&manJsmcsJ. HocckerandDsniet L. J&rcamp,I)irectorol 
the Office of Markets, Tariffs and Rates (OM'I'Rh recently an. 
nousccd the opening of the new BMTR of&e effee& fttbt~aq 
28. 

General plans for the ofice were announced lut September 
For an ttpldattdorganizstional ch&, rerponeibiliti afindividua 
arganizations witl&OMTR, andagco~p~icgs#rpingofjurisdio 
rinnrlpi~!linw,andutiliti~shase.d onhowtheirhariffarbdmtefilingr 
will be processed by OMTR, go to the Commimim’e wcbrite B 
www.Kcrc.fcd.us and click on “Of&x of Mark&, Tariffs an< 
Rates,” 

iag thcso improvment~ ia the Markets anr. 
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